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Outline of presentation

 What is marketing?

– The importance of relationships rather than transactions in marketing

 About the study

– What is a social enterprise?

– Examination of the contribution marketing can make to sustainable 

public services

 Key Findings

– Narrow view of marketing detrimental to service sustainability

– Importance of networks amongst service users

– The potential of social media as a relationship-building medium
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What is Marketing?
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Myths about marketing

 Marketing is advertising

 Marketing is selling

 Marketing makes people buy

things they don’t need

 Marketing is just one of the

departments of an organisation

 Marketing is only for large

organisations

 Marketing is expensive
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Relationship Marketing

In traditional marketing, the
emphasis is on a one-off
exchange (buying a washing
machine)

In relationship marketing, the

focus is on building long-term

relationships with a customer

(eating at a favourite restaurant).

Building long term relationships rather than focusing on

short term transactions is important for public services and

is critical for fundraising (Powell and Osborne, 2015).
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Existing Marketing 

Practise in Public Services 

• Marketing is often confused
with “marketization” (Nemec
and Kolisnichenko, 2006;
McLaughlin et al, 2009).

• Many public service
organisations that have adopted
a transactional marketing
strategy embraced a ‘selling’
focus (Powell and Osborne,
2015).

• BUT public services are not
manufacturer products.

Relationship marketing focuses upon

the centrality of relationships both to

marketing and service sustainability

(Morgan and Hunt, 1994).

• Primary objective is to secure

new and maintain existing

relationships.

• Takes a long-term perspective.

• Producing a quality service is a

concern for all internal

stakeholders

• Focus is upon generating value

for key stakeholders
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Important Concepts in 

Marketing

 People – deliver and receive the service (part-time marketers!)

– Determine the level of service quality 

– Determine how well a “moment of truth” went

 Services are delivered in ecosystems that include service users, 

public service staff, significant others, local communities, etc) 

(Osborne, 2018).

– Services provide resources that service users integrate with their own 

need and expectations. This is facilitated by service staff to co-create 

value in users’ lives.

– Services can destroy value as well as create it.
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Research Questions

RQ1: Is there any evidence of marketing contributing to the 

sustainability of Social Enterprises delivering Adult Day Care 

Services?

– What type of marketing is being utilised by the day care services? 

– Is marketing being used as a means to develop relationships with 

their key stakeholders?

– What factors moderate their use of marketing?

RQ2: Can social enterprises balance their organisational tensions 

and hence become sustainable providers of public services?
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What is a social enterprise?

Social Enterprises are “organisations with primarily social 

objectives whose surpluses are principally reinvested for that 

purpose in the business or community rather than being driven by 

the need to maximise profit for shareholders and owners” (DTI, 

2002)

Ryder, P and Vogeley, J. (2017). Telling the impact investment story through digitalmedia: an IndonesianCase Study. CommunicationResearch and Practise.4(4), 375-395
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Methodology

 12 Case Studies of social enterprises operating within the Adult

Social Care Sector within Yorkshire:

– Semi structured interviews with managers;

– Observations;

– Document Analysis

 A mixture of early phase social enterprises (started within the

last 5 years) and later phase social enterprises (been in operation

for more than 5 years).

 All day centres operate within adult social care sector assisting

people with some form of disability
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The Case Study Organisations
Case Study Day Service Training/Work Projects

Case Study 1 Individual Service Contracts Furniture Upcycling, print Service

Case Study 2 Individual Service Contracts Making and selling craft items, sublimation Printing

Case Study 3 Individual Service Contracts Café, local sandwich round

Case Study 4 Individual Service Contracts Sell craft items, art work and photography

Case Study 5 Individual Service Contracts Gardening service

Case Study 6 Individual Service Contracts Cafe, furniture upcycling

Case Study 7 Individual Service Contracts Printing service, selling craft items and café

Case Study 8 Block Contracts Gardening service and garden centre

Case Study 9 Individual Service Contracts Selling craft items

Case Study 10 Block Contracts Gardening service, garden centre and selling craft 

items

Case Study 11 Individual Service Contracts Gardening service, wood, plants, vegetable selling 

service

Case Study 12 Individual Service Contracts Music and lighting service
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Key findings (1)
 Narrow view of marketing

– Marketing seen as a selling

activity;

– Do not want to view service users

as commodities,

– Seen as manipulative,

– Something only marketing

professionals can help with.

BUT SEs have multiple

users/stakeholders – service users,

community members, social care

services, families and significant

others….

How can they effectively

communicate with these different

users/stakeholders?

“we don’t market to the service users I think there 

would be massive difficulties and ethical issues I 

think in trying to market to a client to say you 

know we want you to spend your personal budget 

here.”

“we’re restricted with funding and nowadays 

marketing is a big market out there so we can’t 

have you know, a big flash marketing campaign, 

its restricted to what we can achieve with the 

funding we have”
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Key Findings (2)

 Relationships are key in
marketing

– Networks of service users

– Community embeddedness

– Collaboration not 
competition

 Social media is a key way to
build relationships with
stakeholders which is cost
effective

“it’s a word of mouth thing. Peer pressure 

because you know I have 90 people with a 

learning disability, they all go and socialise 

together, one will say “oh its alright 

working at Farm Enterprise” … it would 

be no good us giving the students a rubbish 

service because they wouldn’t want to 

come”
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Key findings (3)

 Highlighted the potential of social media to help day centres to

effectively communicate with their multiple stakeholders:

– Further penetrate service user networks

– Helps to generate positive word of mouth

– Raise awareness within the local community

– Effective communication medium to tell stories

 Gives a “personality” to your day centre

– Helps to foster key relationships with multiple groups

– Can help to raise awareness in local community

Especially useful in the current pandemic crisis to virtually create and 

maintain relationships
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Boosting your 
Social Media 
Presence

Identify what the objectives of your

social media strategy are.
• Engaging and creating awareness in

the local community?

• Boost donations?

• Volunteer recruitment?

Speak with your volunteers
• Why do they volunteer with you?

• Will help you to establish how

your day service is viewed

externally.

• Is this how you want to be viewed?

I.e. your “personality?”

59% adults with disabilities have used

social media in the last 3 months (ONS,

2019).
• Opportunity to penetrate service user

networks.

• Helps to create a safe online forum for

service users.

Remember:
• You don’t need to be on every single

social media platform.

• Instagram and Facebook are linked.

• You need to try to post at least one a

day.

• Be creative with hashtags to further

your reach.
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Creating a personality 
on social media

Create a story narrative
• Post pictures/YouTube videos

which portray a story of your

service users.

• Engage parents of service users.

• How have your service users

flourished since being at your day

centre?

• Be as visual as you can.

Post daily updates
• What have you service users done?

• Have you engaged in any activities

which have benefitted the local

community?

• Any positive reviews you could post?

Spotlights on your volunteers
• Helps reaffirm internal marketing

• Potential to act as part time

marketers

• Makes volunteers feel valued

• Contributes to the personality you

are portraying on social media

Engage the local community
• Join or follow local community groups

and post in them.

• Establish as a community asset.

• Helps to foster a sense of community

ownership.

• Political Support

Engage and follow local businesses.
Potential donors if you run an appeal.



This diagram was created by Dr Madeline Powell (madeline.Powell@york.ac.uk) and should not be reproduced without permission
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Four Key Routes to 

Sustainability

1. Building relationships

2. Addressing and communicating to all stakeholder

constituencies

• Social Media as a means to help facilitate this process

3. Seeing all staff, users and stakeholders as key to creating

value through a public service

4. Adding value to relationships through social impact.
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What does this mean 

for you?

 Remember – marketing is not advertising, you are not trying to 

“sell your service” to your service users, rather create value for them 

through quality of service.

– Increases the potential for word of mouth. 

 Examine your key relationships.

– How can you create value for them?

– Collaboration not competition

– Penetrate local community groups

 Marketing is a concern for all internal stakeholders

 Utilise social media to build a personality to your service.

– BUT make sure you have an underlying policy regarding data protection and 

safe online practise.

– How will you seek consent to share information about people? 
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Want to find out more?
All available for free download at researchgate
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Thank you for listening, do you have any 
questions?

Any questions after the event? Please email 
me: madeline.powell@york.ac.uk
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